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Medical Marketing & Media: January —December 


ARTICLES 


ADVERTISING 


Humor in Prescription Drug Advertising 

by F. M. Mburu, M.A., Mickey C. Smith, Ph.D., and 
Helen Wetherbee, M.P.H., J.D. June, page 38. 

The first study of its kind; no one has ever explored the use 

of humor in the prescription drug marketplace. 


Creative Paralysis (Or, How to Fight the Menace) 

by Walter A. Scott. July, page 46. 

Can an art director really create within the confines of 
ever-increasing FDA ad restrictions? According to a 
senior vice-president of William Douglas McAdams, 
**Graphics can be another voice to argue the validity of the 
product.”’ 


Agency/Client Relationships — A Roundtable 

involving Marvin L. Miller, Maxon Davis, John F. Dor- 
ritie, Irwin C. Gerson, John Kallir, and Bruce W. 
Wolff. October, page 17. 

The interaction between agencies and clients has changed 

since the first MM&M roundtable six years ago. Has the 

product management system affected business? What is the 

role of boutique agencies? Fee or percentage compensa- 

tion? Six advertising experts give their opinions. 


How Burroughs Wellcome and MEDIX Found Each 
Other 

by Rolf Werner Rosenthal. October, page 42. 

Behind the Scenes on MEDIX 

by Mario Machado. October, page 45. 

Backgrounder on the formation of the MEDIX health and 

medicine television series, and why Burroughs Wellcome 

chose it as a consumer information vehicle. Plus an inside 

glimpse on the series by its host, Mario Machado. 


The Use and Abuse of Inserts 

by Virginia R. Stewart. October, page 50. 

Too heavy stock inserts are an unethical vie for the physi- 
cian’s attention and easily break a book. 


AUDIOVISUAL MEDIA 


Audiovisual Media — Why, When, What? 

by Frank Cursley Jr. June, page 28. 

Everybody wants it on film — but there are many instances 
when some other medium can be better used to achieve the 
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desired effect. Film producer Cursley makes the necessary 
distinctions toward selection of the proper vehicle for 
communication. 


The Little Cassette That Does 

by George Roberts. July, page 34. 

While it will not replace traditional forms, the audio- 
cassette holds a growing position in the physician-oriented 
media mix. 


CLINICAL LABORATORY INDUSTRY 


The Clinical Laboratory Industry: Future Outlook 

by David |. Kosowsky, Sc.D. September, page 46. 
Diagnostic testing laboratories have emerged as one of the 
largest submarkets in the health care delivery system. The 
president of Damon Corporation describes its evolution 
and what effects recent legislation will have on its future. 


EDUCATION 


Selecting Programs in Continuing Medical Education 
Part 1: A Checklist Method of Evaluating Objectives, 
Audience, and Media 

by Warren R. Ross and Barry Fry, Ph.D. February, page 
15. 

How to navigate the ‘‘new media maze’’. . . the 

Checklist approach developed by KPR Infor/Media tailors 

a continuing medical education program to specific market- 

ing objectives. This article offers a case study. 


Selecting Programs in Continuing Medical Education 
Part 2: What Is the Right Decision? 

by Warren R. Ross and Barry Fry, Ph.D. March, page 38. 

In the second half of the KPR seminar article, seven work- 

shop teams report on the programs drafted by their groups 

as solutions to the problem of marketing a hypothetical 

product, using the Checklist method. 


Education As a Marketing Tool — The Kodak 
Experience 

by Walter R. Garrett. May, page 38. 

Kodak’s new Marketing Training Center in Rochester, 
New York, was designed on the principle that the technical 
learning process must involve students’ proving theories 
themselves by actual practice with equipment. This picture 
story follows one industrial radiography course. 
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and what effects recent legislation will have on its future. 


EDUCATION 


Selecting Programs in Continuing Medical Education 
Part 1: A Checklist Method of Evaluating Objectives, 
Audience, and Media 

by Warren R. Ross and Barry Fry, Ph.D. February, page 
15. 

How to navigate the ‘‘new media maze’’. . . the 

Checklist approach developed by KPR Infor/Media tailors 

a continuing medical education program to specific market- 

ing objectives. This article offers a case study. 
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GENERAL INTEREST 


The Problem of Rising Health Care Costs 
Executive Office of the President 
Council on Wage and Price Stability Staff Report. 
November, page 42. 
Health care costs every American about 10 percent of in- 
come, or $547 per capita. This government report details 
the reasons for spiraling costs, and pinpoints the extension 
of inflation. 


GOVERNMENT 


Government Intervention in American Medicine 

by Philip H. Abelson, Ph.D. September, page 26. 

The pattern of government intervention has been mutually 
reinforced for years by interactions among the public, the 
mass media, and the politicians. 


Repeal of Antisubstitution Laws: Impact on the 
Consumer 

by Lawrence C. Hoff. December, page 20. 

The adverse effects antisubstitution repeal will have on the 

pharmacists, the physicians, the industry, and most impor- 

tantly, the consumer. 


HOSPITAL MARKETING 


The Hospital Disposables Product Industry 

by William S. McGregor. August, page 17. 

A broad overview of the direction the hospital disposable 
market has taken in the past five years. 


INTERNATIONAL MARKETING 


International Drug Regulations — Impact on Pharma- 
ceutical Growth Prospects 

by Bernard A. Haines Jr., Ph.D. November, page 22. 

A close look at the worldwide pharmaceutical regulatory 

climate and how international drug laws affect a multina- 

tional company’s marketing, research, administration, and 

financial operations. 


MARKETING 


Who Is the Target Audience? 

by William Korbel. March, page 44., 

Successful marketing of ethical pharmaceuticals relates di- 
rectly to the success of information received about the 
target audience — doctors. 


Improving Forecast Accuracy 

by Ronald M. Bernard and Eberhard E. Scheuing, Ph.D. 
September, page 15. 

Authors illustrate techniques that can be applied without 





the use of computer to accurately determine future sales, in 
an attempt to close the gap between guesswork and pre- 
dictability. 


An Examination of Pharmacists’ Perception of Demo- 
graphic and Competitive Market Factors. 

by Edward T. Kelly, Ph.D., and Christopher A. 
Rodowskas, Ph.D. September, page 56. 

Research reveals the pharmacist can tailor a retail strategy 

aimed at discriminatory practices based on how he 

categorizes his market. 


When the Drug Patent Expires: A Marketing Approach 
by Steve Kiss. November, page 32. 

A discussion of the general background and suggestions 
for market planning open to ethical marketers confronted 
with patent expirations. 


Product Development and Marketing Strategy Under 
the New Medical Device Law 

by Philip Sperber, J.D. November, page 60. 

A legal approach to marketing medical devices under the 

new Medical Device Amendment. 


MEDIA 


Another Dimension to Media Selection — Editorial 
Environment 

by Lee Slurzberg. February, page 33. 

An understanding of the importance of editorial environ- 

ment can benefit advertisers, agencies, and publishers. 


Duplication 

by Stephen P. Selinger. August, pa ‘¢ 24. 

**Duplicated readership is one of those concepts that has a 
magic glow around it — everybody wants it, but nobody is 
quite sure what it is or whether it’s good.’’ Mr. Selinger 
unveils the mystique. 


New Insights Into Physicians’ Reading Habits 

by David Labson. October, page 54. 

The results of more than two years research by the author 
on how and why physicians read medical journals can pro- 
vide advertisers with an added dimension to medical publi- 
cation evaluation. 


PHARMACEUTICAL INDUSTRY 


The United States Antibiotic Market — Prognosis for 
Future Profitability 

by Richard L. Hughes. January, page 15. 

A detailed study with comprehensive tables of the various 

therapeutic groups and product lines produced by major 

pharmaceutical firms. By the director of the Health Care 

Impact program at Arthur D. Little, Inc. 


continued on page 30 
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The Pharmaceutical Industry I: Distribution Channels 
and Relationships 

by Mickey C. Smith, Ph.D., Kenneth B. Roberts, Ph.D., 
and Darego W. Maclayton,‘M.S. January, page 32. 

First of a three-part series dealing with the prescription 

drug industry. This installment spotlights the relationship 

of organization between manufacture and distribution. 


Pharmacy Image Makers 
An Analysis of Image Creation by Periodicals 
by Charles L. Braucher, Ph.D., Albert W. Jowdy, Ph.D.., 
and Jeffrey A. Kotzan, Ph.D. February, page 22. 
Who has contributed to the current image of pharmacy? A 
survey covering 12 years of published articles in the gen- 
eral media provides insight. 


The Pharmaceutical II: Conflict in the Channels 

by Mickey C. Smith, Ph.D., Kenneth B. Roberts, Ph.D.., 
and Darego W. Maclayton, M.S. February, page 26. 

The second in a series of three articles explores the factors 

leading to conflict development in the distribution of pre- 

scription drugs. 


Rx: Made in Ireland 

by Gordon L. Hough. March, page 17. 

Some 20 major American health care companies have cho- 
sen the Republic of Ireland as their entré to the European 
Common Market; $200 million has been committed to the 
industry in the last two years alone. Mr. Hough reports on 
the present economic advantages and future opportunities 
for the Irish pharmaceutical industry. 


The Pharmaceutical Industry III: Power and the Reso- 
lution of Conflict in Development of an Organized 
Behavior System 

by Mickey C. Smith, Ph.D., Kenneth B. Roberts, Ph.D., 
and Darego W. Maclayton, M.S. March, page 30. 

The last of the three-part series ties together power and 

conflict discussed in previous issues and emphasizes mutu- 

ally beneficial cooperative interaction as the core of an or- 
ganized system. 


Pharmaceutical Industry Perspectives to 1985 

by Leif Schaumann. April, page 35. 

Scandinavia is considered by some to be a good indicator 
of the direction the United States pharmaceutical regula- 
tory systems will take in the future. Mr. Schaumann pre- 
sents some selected incongruities between the two systems, 
and focuses on trends and implications for the future of 
pharmaceutical distribution and manufacture here in the 
United States. 


Delta Dynamics: A Guide to Future Commercial Op- 
portunities in Health Care 

by Richard L. Hughes. May, page 17. 

Mr. Hughes focuses on pricing and profitability, manufac- 
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turing strategies, promotional developments, chain phar- 
macies, MAC, PSRO, new drugs, and the implications for 
change. 


Ban the Use of Pharmaceutical Trademarks??? 
by Robert W. Hammel, Ph.D., and Paul A. Holberg. May, 
page 28. 

How would the elimination of the use of brand names for 
prescription-legend drug products affect the quality of pa- 
tient care, the cost of medication, interprofessional rela- 
tionships and practices, and the pharmaceutical industry as 
a whole? Reseponses were received from 204 pharmacists 
and 168 physicians. 


Why Is the Drug Discovery System in Severe Stress? 

by Oswald H. Brownlee, Ph.D., and Robert I. Chien, 
Ph.D. June, page 46. 

‘*Indications are that the drug industry may be finding it 

increasingly uneconomic to pursue extensive research 

programs.” 


The First One Hundred Years: Eli Lilly and Company 
by Eli Lilly. July, page 17. 

The intimate story of one of the industry’s most respected 
and successful firms as told by the grandson of the found- 
er, Colonel Eli Lilly, on the company’s 100th birthday. 


Industry-Pharmacy Relations — Controversy to 
Resolution 

by John S. Ruggiero, Ph.D. September, page 38. 

A comprehensive history of the pharmacist’s changing role 

in the past 25 years, and recent efforts to bring about in- 

creased understanding and cooperation between pharmacy 

and industry. 


Trends in Contemporary Pharmaceutical Supply 
Systems 

by Leif Schaumann. December, page 11. 

The worldwide pharmaceutical enterprise is so complex 
that the difficulties of meeting all social and economic 
challenges cannot be shouldered either by private enter- 
prise or by the public sector alone. Mr. Schaumann is a 
health industry economist at Stanford Research Institute. 


PRESCRIBING/PRESCRIPTIONS 


20th Annual Prescription Survey by the Albay College 
of Pharmacy 

by Rinaldo V. DeNuzzo, B.S., M.S., R.Ph., F.A.C.A. 
April, page 17. 

Data this year is based on 15,378 prescriptions from 105 

community pharmacies in 29 New York counties, two 

New Jersey counties, two Vermont counties, and one 

North Carolina county, and 370 prescriptions from three 

outpatient hospital pharmacies. 





Contemporary Drug Sampling . . . by Prescription 

by Jay Levy. April, page 47. 

Are physical drug samples necessary for the doctor and the 
detailman? The concept of sampling by free prescription is 
now gaining rapid acceptance because of cost effectiveness 
and convenience and because scripts can be used to gener- 
ate vital marketing data back to the manufacturer. 


Dispensing Patterns Under Third Party Programs 

by Lon H. Kennard, M.B.A., and Donald R. Roden, 
M.B.A. May, page 44. 

A study of the 20 top pharmaceutical products dispensed in 

several programs compares results with a Pharmacy Times 

survey based on the National Prescription Audit. 


The Nursing Implications of Drugs 

by Frederick H. Garber. June, page 22. 

Results of a readership survey conducted by Intermed 
Communications, Inc. to obtain nurses’ opinions concern- 
ing how they use drugs, frequency of PRN (as needed) 
administration of drugs, actions in recommending various 
products, as well as their feelings on advertising. 


Determinants of Prescription Department Inventory 
Levels 

by Jean Paul Gagnon, Ph.D., and Mark S. Tedrow, R.Ph. 
July, page 24. 

Two studies made of prescription department inventories in 

a sample of Iowa community pharmacies suggest a need 

for tighter, more effective inventory control to improve 

prescription buying volume. 





Effects of the Massachusetts Drug Substitution Law on 
Pharmacists’ Dispensing Habits 
by Jerry R. Krbec, B.S., R.Ph., and Albert H. Taubman, 
Ph.D. July, page 40. 
A study to ascertain the effects of the five-year-old Law. 
Are pharmacists using the resultant formulary . . . why? 
. why not? 


Drug Interactions 

by G. E. Farrar Jr., M.D. August, page 41. 

The medical director of Excerpta Medica emphasizes the 
importance of knowing what drugs interact with others in 
what manner, and what can be done about it. 


PRODUCT MANAGEMENT 


Product Planning at Burroughs Wellcome 

by Peter S. Howsam. June, page 17. 

A unique alternative to the conventional product manage- 
ment system. Evidence of success: within the past five 
years, Burroughs Wellcome has had an annual growth rate 
of 18 percent and has risen from 22nd to 14th in dollar 
volume in all United States pharmaceutical houses. 


Why Product Managers Fail 

by David B. Hastings. August, page 32. 

By examining specific cases, Mr. Hastings shows product 
managers how to succeed by using contingency planning to 
meet the company’s profit goals. 





ABELSON, PHILIP H., Ph.D. 
‘“‘Government' Intervention in 
American Medicine.’’ September, 
page 26. 

BERNARD, RONALD M. ‘‘Improv- 
ing Forecast Accuracy,’’ with 
Eberhard E. Scheuing, Ph.D. Sep- 
tember, page 15. 

BRAUCHER, CHARLES L., Ph.D. 
‘*‘Pharmacy Image Makers, An 


Analysis of Image Creation by’ 


Periodicals,’’ with Albert W. Jowdy, 
Ph.D., and Jeffrey A. Kotzan, Ph.D. 
February, page 22. 

BROWNLEE, OSWALD H., Ph.D. 
**Why Is the Drug Discovery System 
in Severe Stress?’ with Robert I. 
Chien, Ph.D. June, page 46. 
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